Abstract This paper seeks to develop and validate a measurement scale of perceived quality in the online media (e-SQ-Media), and to explore the influence of perceived quality on satisfaction and loyalty in the online media. Firstly, an explanation of the main attributes of the concepts examined is provided, with special attention being paid to the multidimensional nature of the variables and the relationships between them. This is followed by an examination of the validation processes of the measuring instruments. The validation process of scales suggested that the quality of service in online media is defined by a construct composed of four dimensions: efficiency; system availability; reliability and privacy; and interaction. The model, validated by means of structural equations, provides empirical evidence of the positive link between the quality dimensions proposed in the model and the constructs of satisfaction and loyalty. Most relevant studies regarding quality in online media have focused in the identification of a set of indicators without taking into account aspects relating to perceived quality. The fusion of the two areas of knowledge (online media and e-service quality) may lead to the creation of a scale that takes advantage of the most beneficial features that provide us with the different areas of study with the aim of obtaining as balanced and convergent a model as possible.
Introduction
One of the sectors on the Internet considered to have the highest growth potential is the online content industry, in general, and the virtual press in particular. The majority of the most important newspapers have their online editions that, despite initial concerns, have not suffered a fall in numbers of readers of their print versions. On the contrary, they are considered an added value that encourages reader loyalty [32] .
Some studies even reveal that the online press can manage to build loyalty among Internet users, that the newspapers on the network are a reliable source of information and are well received, and even that the network helps to increase the dissemination of printed dailies [15] . However, there are also studies that show a significant increase in the figures of the demand for daily papers via the Internet [24, 35] .
In addition, one can find studies that examine the content of the cybermedia [41] , or, thanks to the Internet, citizens can participate in the creation of these contents in online newspapers [48] .
Another object of study is the definition of the business model for implementation by the cybermedia. The printed press has traditionally obtained income from two sources: advertising and sales [9, 60] . In the digital press, however, this situation changes. Ease of access to free information on the web has made revenues suffer. Readers can access newspaper contents for free, even those of the paid-for print edition. This sometimes results in cannibalization between the two versions [26] . However, readers can accept paying for specialized information, such as financial news [13] . With no readership, there are no advertisers, and without advertisers, there is no income. Internet has changed both the readers' and the advertisers' habits, leading to changes in the two sources of income [8] .
The choice of the subject is justified by the fact that increasingly payment is demanded for access to contents to make the maintenance of online editions feasible [27, 30, 57] . Although most of the printed media is available on the network, only a minority makes a profit. It is therefore necessary to ascertain which factors digital readers consider in order to deem the services they receive as being quality services with the aim of establishing a solvent, profitable business strategy.
Perceived quality and the online media
The Internet has enabled the emergence of new communication channels whose perceived quality cannot be analyzed using the methods known to date. Parasuraman et al. [55] emphasize the fact that the scale must be adapted on the basis of the area of study and/or knowledge for research and improvement through the use of the principles that the model provides: ''An important research priority is to examine the scales in the context of pure-service sites, make any necessary modifications, and assess the psychometric properties of the modified scales'' [55: 229] .
It was in 2005 that O'Reilly [49] presented the concept of Web 2.0 and all that it implies, not only for commercial web sites but also for the communications media. Soon the early works by authors such as Díaz-Noci [18] and Salaverría [67, 68] began to appear describing Internet as an immature medium in which newspaper companies were missing out on the interactive capabilities offered by the network, also highlighting the editorial immaturity of the industry using information portals at that time. It was then that the term cybermedia was first coined: ''The broadcaster of content with a will to mediate between facts and the public, fundamentally uses journalistic criteria and techniques, uses multimedia language, is interactive and hypertextual, is updated and is published on the Internet'' [40: 40] .
Today, the term is now sufficiently accepted in both academia and the professional field, thanks to studies conducted in recent years by authors such as Thorson et al. [71] , Salaverría [68] , Meso [45] , and Díaz-Noci and Palacios [19] . In spite of the work performed, the authors argue that it is a field of research that requires further theoretical and methodological development. However, one can point to some concrete proposals such as Cely's [12] cybergraphy, the methodological studies by Palacios and Díaz-Noci [51] , the analysis method of Rodríguez-Martínez et al. [64] , or applied studies such as the one performed by Wurff, Lauf, and O'Sullivan [73] , which consisted of a comparison of the printed and the online press in 16 European countries, including Spain.
Studies focusing on the perceived quality of the service provided by the cybermedia can also be found, such as the works of Rodríguez-Martínez et al. [65] or Hernández-Soriano and Cristóbal [31] that start from a preliminary analysis of online digital resources where they begin to identify a series of terms and features as future indicators to determine the quality of the online newspaper for study. The aim is quite simple, higher quality assumes a greater number of visits that would translate, in terms of readership, into a greater number of advertisers and, in this way, securing a more competitive position of the communications medium on the network.
The study of perceived quality, both in traditional and in virtual businesses, has a long tradition and has been applied to a wide range of fields. One of the most prestigious and recognized contributions is the SERVQUAL model [52] [53] [54] . It is a generic instrument to measure the quality provided by a service. Later, these authors developed a new instrument, E-S-QUAL, as a measurement scale that uses a pre-established series of items to determine the perceived quality of the services rendered by online businesses via web sites [55] . Over time, the E-S-QUAL model has been added to and has extended its scope of possibilities with the aim of improving the virtual establishment and achieving a higher number of sales. Authors such as Yang and Tsai [75] , Flavián and Gurrea [23, 24] , Cristóbal et al. [14] , and Petnji et al. [59] have developed different models based on the E-S-QUAL scale to determine the factors that influence perceived quality. Consequently, a priori it seems that it could be adapted to the present case.
Thus, and on the basis of this background, it can be seen how the fields of study of cybermedia and perceived quality have developed in the last decade without at any time converging, at least directly as has happened in other sectors mentioned above, as is the case of libraries [29] .
Studies such as those of Codina et al. (2010) have sought to contribute their own models, identifying a set of indicators based on a review of the literature on cybermedia, without taking into account aspects relating to the actual area of perceived quality itself. The fusion of the two areas of knowledge may lead to the creation of a scale that takes advantage of the most beneficial features that provide the different areas of study with the aim of obtaining as balanced and convergent a model as possible. The question is, therefore, to identify the most successful aspects in the various applications of the two areas in order to use them for a model whose deployment in enterprise is as effective and efficient as possible.
The e-SQ-Media model
The principal objective lies in the creation of a scale for measuring perceived quality that can be applied to cybermedia using the work of Hernández-Soriano and Cristóbal [32] as a base where the dimensions for consideration in said scale were initially identified.
The proposed new scale, entitled e-SQ-Media, leads to suggest the creation of a new dimension: interaction. Based on this and the structural model set out below, the authors put forward the hypotheses of this research.
The first dimension is efficiency. This is a key factor in assessing the quality perceived by customers, regardless of the service that is the subject of study, with Zeithaml et al. [76] being the first to determine that when it comes to products offered via the network, consumers use similar dimensions.
Moreover, in a study conducted by Janita and Miranda [34] , it became clear that from the academic research conducted between 1997 and 2007, efficiency was one of the five dimensions into which the main items for measuring the perception of the quality of electronic services were grouped. This is also observed by Petnji et al. [59] in an analysis of the E-S-QUAL model, where they examined studies carried out in eleven different countries and in which the efficiency dimension appeared in each of the twenty studies examined as one of the final dimensions to be considered and evaluated regarding perceived quality.
Likewise, in several studies on cybermedia, efficiency is defined and included in the sections of ''usability'' and ''visibility'' [13, 63] as another factor of consideration. Therefore, the first hypothesis can be put forward.
H1
Efficiency has a positive impact on the perceived quality of the service of cybermedia.
Starting out from the point of view of cybermedia, Rodríguez-Gairín [63] , based on prior studies by Codina [13] , uses access to the web as a parameter in his study of quality indicators in the evaluation of electronic journals. Part of the importance of good information structuring will be conditioned, in turn, by good structural navigation through the web of the electronic journal, as well as internal search systems that allow such access to information and the extent to which there are limitations as regards the language of the web or other kinds of background knowledge needed to navigate on it.
However, as in the previous section, system availability appeared in 19 of the 20 studies reviewed (in 11 different countries) by Petnji et al. [59] as one of the dimensions to be taken into account when considering perceived quality. Thus, in one of the first uses of the concept by Lin and Lu [39] , and as a result of the model of Parasuraman et al. [55] , other authors have also included this variable in their research, such as Yang and Tsai [75] , for instance. The second hypothesis can therefore be put forward.
H2 System availability has a positive impact on the perceived quality of the service of cybermedia.
In the case of cybermedia, whether or not they have an online store, to be able to perform the service (whether the information itself, or to provide the Internet user with the opportunity to interact with the medium, for example), the user must at some stage in the process register and thus provide their data, and hence, the provision and the privacy of the service become a whole, worthy of sharing a single dimension on the measurement scale carried out.
Studies such as those of Marimon et al. [44] , Rebolloso et al. [62] , and so on can be highlighted, who have followed the SERVQUAL outline of 5 items, reliability being one of them. The same applies to the E-S-QUAL scale, with authors such as Yang and Tsai [75] , Parasuraman et al. [55] , and Vázquez et al. [72] , where reliability continues to be another item of the four pillars on which this new measurement scale of electronic services is based.
As for privacy, it appeared in 17 of the 20 studies conducted on perceived quality through the E-S-QUAL method in an analysis carried out by Petnji et al. [59] . Garín and Pérez [28] conclude that if people's trust in Internet security is improved, greater development and use of e-commerce can be achieved [in Spain]. Castillo and Sánchez Romero [10] find that 53.3 % of Internet users do not contract services via the Internet due to fear or mistrust. Semeijn et al. [70] conclude that the reliability of information results in the effect of an image of credibility and veracity in the eyes of the Internet user, which will lead to greater loyalty to the product. With the above in mind, the third hypothesis can be proposed.
H3
Reliability and privacy have a positive impact on the perceived quality of the service of cybermedia.
As Rodriguez-Martinez et al. ([64] : 42) state, ''The success of the online media will greatly depend on their capacity to create Websites that allow for interaction both of the users with the content and the users amongst themselves.'' In this new model, the concept of interaction with the customer changes. Physical interaction with a transport service disappears and one must make way for a new term based on interaction where the customer-user participates in the contents of the information portal. This refers not only to interaction, but also to participation. Thus, the way people participate in media production and interact with media content [7] is analyzed using the term ''Interaction'' as one dimension.
On the other hand, despite not being an item used in the SERVQUAL or E-S-QUAL models, it is used as one of the three main pillars of the WEBQUAL scale (apart from information usability and quality), of which Barnes and Vidgen [5: 114] make use: ''A Web site that is difficult to use and interact with will project a poor image on the Internet and weaken the organization's position. '' Returning to cybermedia, Pérez and Perea [58] emphasize that one of the seven characteristics of online information is to be Interactive and allow the audience itself to act as broadcaster and receiver at the same time. The same conclusion is reached by Kawamoto [36] and Díaz and Salaverría [20] , among others, as they include interactivity as one of the basic features that must be presented by online information to the user or surfer. As a matter of fact, this does not only refer to interaction with media content [7] .
Years later, Parra [56] again underlined interactivity as one of ''the three star vectors'' of greatest importance within the cyberjournalistic genre. Moreover, Cebrián [11] devotes an entire essay to interactive communication in cybermedia. In 2012, Broekhuizen and Hoffman [6] concluded that there is a relationship between the perception of online interactivity and the quality with which the information of an electronic newspaper is processed, and not only that but perceived interactivity is positively associated with the choice of an online newspaper over a printed newspaper. The fourth hypothesis is thus put forward.
H4
Interaction has a positive impact on the perceived quality of the service of cybermedia.
While satisfaction would be the result of a transitory judgement, perceived quality would be the overall, final outcome maintained over time based on that or other value judgements about the service, which is precisely the conclusion reached by authors such as Parasuraman et al. [53] . They argue that the quality of the service, or the perception thereof, is determined by the customer's positive experiences over time: ''Satisfaction is based on the experience of the service, while the perceived quality of the service is not necessarily based on the experience'' [1] .
Cronin and Taylor [16] were among the first to contradict the model posed by Parasuraman et al. [53] , indicating that quality is a precursor to satisfaction. More recently, this conclusion has also been reached by Espejel et al. [21] in the field of olive oil, Marimon et al. [44] on the quality perceived by supermarket customers, or De la Fuente and Díaz [17] in their analysis of the determinants of the perceived quality of the service provided by a savings cooperative, among others. Due to all of the above, the fifth hypothesis can be proposed.
H5 Perceived quality has a positive impact on the Internet user's satisfaction with the service of cybermedia.
Just as satisfaction is rather identified as a judgement or an affective state of the consumer following the consumption process [2, 3, 50] , loyalty is defined as the result of this process [33] . According to Auh and Johnson [3] ''loyalty is a customer's expectation or predisposition to repurchase from a particular product or service provider'' [3] . In fact, in this same study, the authors determined that satisfaction has a positive and very significant effect on loyalty.
More recent research also concludes that customer satisfaction has a significant impact on customer loyalty [37] . This hypothesis is considered by other authors referring to the online world, such as Prado et al. [61] who, in their study on satisfaction, loyalty, and commitment in online environments, validated via their hypothesis that ''The degree of satisfaction positively influences customer loyalty in the online environment'' [61] . Therefore, the sixth hypothesis is put forward.
H6
Internet user satisfaction has a positive impact on the loyalty of a cybermedia user.
According to Parasuraman et al. [53] , loyalty translates into two basic aspects: intention to repurchase and recommendation to other customers. In online daily newspapers, information portals and cybermedia generally, it translates otherwise: ''The visibility and popularity of the Cybermedia can be measured by the number of links from other Web sites, the number of pages published and indexed by this means; as well as by the number of visits it receives from a site and the number of pages served by it'' [66] .
Mcllroy and Barnett [47] refer to loyalty as a commitment that the client acquires for him/herself toward the company which is reflected in the purchase of its products and services as well as recommendation to friends, relatives, and acquaintances. Kim and Yoon [38] subscribe to Mcllroy and Barnett. Additionally, Marimon et al. [44] also confirm their hypothesis that a high level of perceived quality on a web site translates into high levels of loyalty to that same web site. That same year, Yaghi [74] also concluded that there is a direct relationship between perceived quality and customer loyalty. Although Petnji et al. [59] manages to partially support the relationship between the perceived service and loyalty, Marimon and Cristóbal [43] again confirm the existence of a positive relationship between perceived quality and customer loyalty. Due to all of the above, the seventh and last hypothesis is proposed.
H7 Perceived quality has a positive impact on the loyalty of a cybermedia user.
Methodology
An extensive review of the literature both concerning cybermedia and perceived quality enabled identifying the main dimensions and the items that can be included in the scale, as reflected in Table 1 . Items to measure customer satisfaction and loyalty are also included.
An online questionnaire was then developed, compiled from all the items identified in the review of the literature. Segre.com was the online daily newspaper chosen to carry out the study. Segre.com is part of the Segre Group of communications that in addition to its information portal is present in radio and television, and has a printed newspaper with a circulation of 110,000 copies. Segre.com has a constant public of 220,000 monthly visits.
Having collected the results, exploratory factorial analysis was performed on the items of the scale, using the principal component method, with Varimax rotation to see the number of factors obtained and whether or not they corresponded with the number and distribution of the dimensions of the proposed model. Also, having obtained and studied these subscales, a reliability analysis was performed on them so as then to proceed to perform confirmatory factor analysis of the dimensions obtained, and the observable variables (items) that comprise them, in order to proceed with their validation and the estimation of the model proposed in the present work.
Results
The survey included a total of 265 participations. This figure complies with the conditions set out by Fabrigar et al. [22] that recommend a sample size greater than 200. Manfreda et al. [42] compare the sample size of 45 different studies with a statistical mode of 115 participations concluding that indicators such as GFI, IFI, TLI, and RMSEA are not sensitive to sample size. However, when preparing the results of this study, it was not possible to use all of them since the sample had to be cleaned up. Cleaning-up involved eliminating a number of participations on the basis of two criteria: first, all those whose average responses (3) were 50 % or higher of the total, and all of those whose response pattern was constant after a point in the evaluation. Finally, a total of 211 valid surveys were obtained.
The profile of reader respondents is as follows: They are experienced (95.3 % connected more than 3 years ago) and loyal (75.8 % more than a year as a reader) surfers; they access the web site quite often (56.9 % daily access to the online media web site); they mainly access from home (85.3 %); they are newspaper readers (43.1 % read one daily); more than half have completed ''undergraduate'' studies (51.2 %); they are active workers (70.6 %); most of them are women (56.9 %); and most are middle-aged (57.8 % of respondents are in the 25-44 age group).
Before performing factorial analysis, a check was performed, with the sample obtained, to see whether said analysis was possible. Based on this, and on the correlations matrix, two tests were conducted: Bartlett's test of sphericity and the Kaiser-Meyer-Olkin index (KMO). The KMO index verifies whether the partial correlations between the variables are sufficiently small. A value of \0.6 would mean that it should not be used in factorial analysis with the sample data being analyzed. In this case, the value is 0.884. On the other hand, Bartlett's statistic, which confirms the existence of linear dependence between the variables and justifies the continuity of the procedure, takes the value v 2 = 2363.478 with 190 degrees of freedom and with a significance level of 0.000, thus allowing the rejection of the null hypothesis of noncorrelation between the variables observed. Therefore, it is appropriate to apply factorial analysis.
Based on all of the above, the authors proceeded to eliminate those items that show high secondary loads and whose items are quite similar. Thus, D3, D6, D7, and D8 presented not only high secondary loads but also disparity when being considered in one dimension or another. The same occurred with FP1, FP7, I2, EF10, EF14, and EF15. As a result, four factors that explain 65 % of the variance with a total of 20 items were obtained (see Table 2 ). Table 3 shows the reliability analysis and internal consistency of the four quality dimensions. Both the Cronbach alphas and the indices of composite reliability show higher values than the recommended value of 0.7, guaranteeing their reliability.
On the other hand, within this parameter of the analysis of validity, the AVE, or variance extracted, has been calculated, which measures whether the variance can be explained by means of the chosen indicators so that the larger the value, the more representative are the indicators of the dimension on which they load [25] . Baggozi and Yi (1998) recommend they should be higher than 0.5, which would indicate that more than 50 % of the variance of the construct is represented by its indicators. On this occasion, the results are positive again as they are all above 0.5. The items of system availability and reliability and privacy stand out with higher explanatory loads of the variance than the rest.
Regarding discriminant validity, this implies that each subscale or construct of the model should be significantly different from the other constructs. Therefore, the AVE 
EF5
In the first web site that I consulted, it was easy to find the information I was looking for
EF6
The information is regularly updated User loyalty L1 I would recommend this web site to friends and family L2 I will be visiting the web frequently value must be higher than the variance shared between a subscale and the rest so that, when performing correlations between them, the value on the diagonal (corresponding to the square root of the AVE values of each of them) should be greater than the other factors of each row and column that corresponds to it (see Table 4 ). Thus, one can observe not only that the values of the correlations are less than the square root of the AVE in the corresponding rows and columns but also that the existing correlations between the dimensions comprising the construct are not [0.8, as Bagozzi and Yi [4] indicate. The highest correlation is found between the reliability and privacy and interaction dimensions, whereas it is between efficiency and system availability that there is a certain distancing. Also important is the relationship between efficiency and reliability and privacy, and between efficiency and interaction. In short, in this case the discriminant validity of the subscales is accepted and the internal consistency of the model can be ensured.
A review of the model's goodness of fit was then conducted. First, the first part of the proposed e-SQ-Media model was tested, i.e., the relationship between the items and each dimension and between the dimensions themselves (Fig. 1) .
The indicators show a GFI (Goodness of Fit Index) of 0.877, which means that the variability of the data fits almost 88 % with the proposed scale, slightly below the desired 90 %, though it should be borne in mind that the sample was just over 200 individuals. However, the IFI (Incremental Fix Index) is 0.93, which is a highly significant value since the indicator is less sensitive to sample size, indicating that the model fits well and is correct. Furthermore, both the TLI (Tucker-Lewis Index) and the CFI (Comparative Fit Index), close to 1 and above 0.9, and the RMSEA (root-mean-square error of approximation) preferably below 0.08, since this is the error that would occur being applied to other population samples, fit perfectly. In summary, according to McDonald and Ho [46] and given the results obtained, it can be stated that the model fits quite well and demonstrates clear internal consistency with a view to future research related to the variables that comprise it.
The quality of fit of the entire model was examined next. Figure 2 shows the model with the loads and coefficients between constructs. The indicators show first a GFI of 0.867, slightly below the recommended limit. However, other indicators of fit are satisfactory. The IFI is 0.93, which is sufficiently significant to indicate that the model is correct. Likewise, both the TLI and the CFI are close to 1 and above 0.9, and the RMSEA is well below 0.8, thus presenting excellent fit and internal consistency. Table 5 shows that three of the four coefficients of the dimensions of quality and the item that measures perceived quality globally are significant at 0.05 significance level. Indeed, the ''efficiency'' dimension is the one that most contributes to explaining overall quality, with a standardized coefficient of 0.434. Moreover, the impact of the ''reliability and privacy'' and ''interaction'' dimensions has an equal value far from the previous one (0.190). Finally, it can be noted that ''system availability'' does not have an impact on overall quality. Therefore, three of the first four hypotheses are confirmed.
The four items show a positive relationship with regard to perceived quality, with efficiency being the one to show the highest value, 43 %, while reliability and privacy, and interaction each share 20 %, and so these two variables have the same effect on perceived quality. However, system availability has the lowest value, at 2 %.
When analyzing the structural part of the model it was observed that perceived quality is a clear premise for Internet user satisfaction. The standardized coefficient of the ratio is 0.533, with a highly robust associated t value. Similarly, perceived quality has a similar impact with loyalty (0.578 and associated t value of 7.111).
It can be seen, therefore, that satisfaction is mediating between perceived quality and loyalty. Thus, the overall effect of quality on loyalty is 0.323 (t value = 0.5844).
Conclusions
There are quality indicators, identified by researchers into the cybermedia, which are commonplace in certain domains (banking, tourism, e-commerce, libraries, etc.), and may be used in the dimensions of analysis of perceived quality via the E-S-QUAL method. Similarly, there are also quality indicators used for cybermedia, which may be used in the measurement scale of perceived quality and grouped into characteristic dimensions of E-S-QUAL models.
Reliability and privacy can be treated as a single dimension; this confirms Sánchez Franco [69] , who supported the fact that in the perceived quality of a web site, the ability to perform the service reliably and securely, as a whole, was valued by the user. There is also relationship between efficiency and reliability and privacy; a web site that works well, is well linked, updated, and easily accessible and builds trust in the user. Likewise, multimediality is found to be a variable belonging to the interaction dimension [72] .
There is a relationship between reliability and privacy, and interaction with the user. As mentioned previously, it can be stated that a user whose trust derives from a positive experience with regard to the provision of information and personal data will generate a better predisposition when it comes to interacting with the same web site. However, it is the relationship between perceived quality and efficiency that is most valued by users.
Moreover, the fact that there is a direct and positive relationship between perceived quality and reliability and privacy, as well as between perceived quality and interaction is highlighted. Users look for convenience, speed and connection between the different media, applications and platforms they frequent, while they wish to relate to the communication medium they visit and, in turn, do so with ease and without effort.
In addition, a positive experience with the cybermedium leads to greater satisfaction and loyalty of the Internet user. On this point, and based on the data obtained, the users surveyed would lead the conclusion that their satisfaction and loyalty toward a medium will be higher the better their overall assessment of it.
In short, the e-SQ-media is a valid and reliable measurement scale of perceived quality in cybermedia. The model considers and highlights not only the relationship between the dimensions and perceived quality but also that between the perception of quality and user satisfaction and loyalty. In this way, it has been possible to establish the most important elements when designing an information portal, and obtain a set of variables that combine the two areas of study, to enable the adoption of the necessary measures with a view to increased user uptake and hence improved competitiveness in the market of online newspapers. Finally, regardless of whether subsequent studies are based on, develop or expand on the e-SQ-media scale, on the basis of the present research work, they will have a set of valid and reliable tools, and a theoretical base which, as a starting point, demonstrate that not only can the two areas of knowledge, cybermedia and perceived quality, be studied as a whole, but, in addition, they complement each other at theoretical and practical levels.
Limitations and future lines of research
First and foremost, and from the outset, this research avoids all purely journalistic style or literary content, or the hedonistic nature that determines users' decisions. Journalistic content is not analyzed, because in this first approach the authors resort to the E-S-QUAL model, which is used to analyze the quality of service and particularly the structure in which it operates, not the product. As an example, the same applies to the models of Yang and Tsai [75] and Marimon et al. [44] . In the near future, the authors' intent to start work on a model also takes journalistic content into account. Segre.com will be used because although it is a local online medium, its structure and tools are the same as those used by other national or international newspapers available in Web 2.0.
Thus, it was initially found that there was virtually no literature that deals with the subject of perceived quality and cybermedia together, with the works of Codina [13] and Rodríguez-Martínez et al. [65] best approaching the studies of the present research. In addition, despite not being a hindrance for obtaining valid data, a higher sample level would have been desirable, although it was already taken into account that a local medium was targeted as a starting point. This was a restriction when studying the implementation of payment models, since very few data were available on the subject to be able to carry out as reliable and valid an analysis as possible.
The future lines of research proposed are based on the very limitations of the present study. One cannot, for example, turn a blind eye on the emotional implications that a customer has when taking decisions or purely journalistic aspects that influence the readers when they opt for one digital medium or another. For example, system availability in this first model cannot be ignored, because the goal was to use the basic dimensions of the original E-S-QUAL and investigate if these dimensions can be applied in a cybermedium.
Despite the fact that for this type of research some authors such as Fabrigar et al. [22] recommend a sample size greater than 200, and although the present research uses 211 valid surveys, this sample can be increased in future studies.
The measurement scale has to be applied to more complex media, of a domestic and an international scope, as well as to other formats such as radio and television. The research should also be extended to study the effects of including payment models in information portals or their evolution on those web sites where they are already set up, and examine the extent to which they are a determining factor. For example, the fact that there is no relationship between system availability and the other dimensions might be reason enough to replace the system availability dimension with another one, such as content or Web 3.0 (related to semantic web, geolocation, expanded web, or data mining optimization), as a way to analyze how to connect the needs of the audience with the information offered by a cybermedium.
